have earned an international reputation for creating societies that promote equality, openness, and a shared responsibility for the well-being of citizens. The Nordic Model refers to the range of political, social, and economic solutions offered by the national welfare state systems of the region -particularly within healthcare, education, the labor market, and family support. However, as this book argues, there is also a distinct Nordic approach in another area of society central to the common good, namely, media and communications. The Media Welfare State as constructed in the Nordic region rests on four pillars: universal services, editorial freedom, a cultural policy for the media, and a tendency to choose policy solutions that are consensual and durable, based on consultation with both public and private stakeholders. This book examines how these principles came to be, how they have shaped the mass dissemination of information and entertainment, and how they might be challenged or reinforced by a media system no longer constrained by page space, time of day, or national borders.
Likewise, surveys fnd high trust in the media. Europeans in general tend to put their highest trust in radio and television; this is also true in the Nordic countries, though at higher levels than anywhere else in Europe, according to the 2015 Eurobarometer. Three-fourths of people in Denmark and Sweden say they trust broadcast media (Norway and Iceland were not included in the survey.) A majority trust the written press as well. When it comes to the internet, however, Nordic citizens are more skeptical. Swedes in particular have very low trust in the internet and social media as media institutions.
See: European Commission -Standard Eurobarometer (under Reports, choose Media Use in the EU) ANNUAL REPORT Nordicom/Eurobarometer -Europeans' trust in press, radio, TV, the internet, and online social networks 2015 EXCEL
A 2016 survey by the Reuters Institute found more divergence between the Nordic countries on the subject of trust in news media. Respondents were asked if "you can trust most news most of the time." While 65 percent in Finland were in agreement -the highest among countries surveyed -just under half in Norway and Denmark agreed. Further down the list, 40 percent of Swedish respondents agreed -roughly on par with Italy and Turkey, though above the United States and France.
See: Reuters Institute -Digital News Report 2016 (see p. 25 for trust in news) PDF 
'Most livable countries'
(see book: pp. 5-6) The Nordic countries are perennial high-rankers in the U.N.'s Human Development Index, which takes into account health and well-being, access to knowledge, and standard of living. In the 2015 report, Norway again ranked No. 1, followed closely by Denmark. Sweden, Iceland, and Finland appear farther down the list, but all are what the U.N. Development Programme calls "very high human development" countries.
European surveys from Eurostat also show that levels of overall life satisfaction and fnancial satisfaction are not markedly different between people of different educational attainment in the Nordic region. These are indicators that media in the Nordic region serve a highly egalitarian, wealthy, and cohesive society.
See: United Nations -Human Development Index (HDI) ANNUAL REPORT Eurostat -Average rating of satisfaction by domain, sex, age, and educational attainment level DATABASE
• 3 • Human Development Index, 2015 (top 25 countries) Note: Authors of the HDI caution against comparing reports published in different years because of frequent data revisions and changes in methodologies. This means that a country's change in rank from one report to the next may not be accurate refection of their "true" change in rank (Denmark, for example, has fuctuated frequently). Refer instead to Table 2 in the most recent report, which shows how each country's rank has changed over time in real terms.
_________________

/ / TWO / / Media Use
User patterns of print, broadcast, and digital media help reveal how the Media Welfare State plays out in the lives of citizens. Traditionally, the Nordic countries have exhibited high rates of newspaper readership and use of public service broadcasting. Avid media consumption persists into the 21 st century, though the platforms are changing. People in the Nordic region are interested in global sources of information and entertainment, threatening to undermine support for long-standing national media products. Nevertheless, some familiar patterns appear to be holding.
• 4 
Newspapers
(see book: p. 26) Print news has long held a central role in the public sphere of the Nordic countries, where reading the daily paper is practically a cultural expectation. Even though today the written press is no longer the leading source of news, the Nordic countries continue to stand out for their relatively high rates of newspaper reading.
Newspaper consumption in the Nordic region continues to follow egalitarian patters, despite declines. Readership -both in print and online -is not very different between men and women or across education levels. Norwegian data even show that as readership drops, these drops occur at about the same rates among men and women. Gender gap in percent of people who read a newspaper daily, 2011
The line between Lithuania and Sweden represents complete equality between sexes. Countries to the left of the line have higher readership rates among women. Countries to the right of the line have higher readership rates among men. Note: This survey does not ask respondents to distinguish between online and print newspapers.
Education gap in percent of people who read a newspaper daily, 2011
The black lines indicate the range between those who read papers the most and the least. In some countries, including Sweden, lower education levels are associated with higher levels of newspaper reading. Note: This survey does not ask respondents to distinguish between online and print newspapers. However, there is a wider gap between different age groups when it comes to newspaper use. The difference is more pronounced in the Nordic countries than in parts of eastern and southern Europe, even though young people in Finland, Sweden, and Norway still read newspapers at relatively high rates.
Age gap in percent of people who read a newspaper daily, 2011
Note: National surveys on newspaper use in Denmark and Sweden separate age demographics into different groupings than in the other countries. The upper and lower age groups are included here so that the gap between ages can be roughly compared with other countries. For Denmark, the lower age group is 20-20 and the upper is 50-59. For Sweden, the lower age group is 25-44 and the upper is 45-64. Denmark's data is from 2012. This survey does not ask respondents to distinguish between online and print newspapers.
The age gap is especially notable in print versions -an important trend because print is still the biggest source of advertising revenue for most newspapers. Fewer than half of people under 40 in Norway, Sweden, and Denmark pick up a paper every day. Compared with newspapers, television, radio, and the web now have a wider reach than print in all but Finland, where radio still lags behind print, according to the Reuters Institute's 2016 Digital News Report. Yet digital media consumption still follows a familiar Nordic recipe. The gaps between men and women and between people with different education levels are low. Age is still a factor; younger people are much more likely to have read news online than those in older age brackets. Even so, the distinction between ages in the Nordic region is narrower than in most other European countries.
• 12 • Age gap in use of the internet to read news, 2015
Note: These fgures show the percentage of the population who say they used the internet to read news over the previous three months. For more information, see the 2015 Eurostat questionnaire.
Traditional Nordic media institutions have met users in this new online environment. Yet here, they fnd themselves in a competition on an international scale. The top websites in the Nordic countries are the same as in the rest of the world: Google, YouTube, Facebook, and Wikipedia. According to Alexa, an arm of Amazon that tracks web traffc, national broadcasters and newspapers typically run the next most popular websites.
See: Alexa -The 500 Top Sites on the Web, By Country WEBSITE
Use of mobile online media
Smartphones allow digital media to be accessible at almost any moment in daily life. In the Nordic region, these devices are omnipresent. By 2015, 85 percent of Norwegians said they had access to a smartphone.
See: Statistics Norway -Norwegian Media Barometer DATABASE
Like previous advancements in media technology, mobile devices have become a platform for entertainment, but they are also changing the way people consume news. Smartphones surpassed computers in Sweden in 2016 as the device used most often to access online news.
• 13 • 
Online purchases
(see book: p. 33) High social trust, plus technological competence, plus access have made the Nordic countries avid users of the web for banking and shopping. In Norway and Sweden, more than half the population has bought something off the internet in the last three months. Denmark is even higher, ranking only below the United Kingdom, where three-fourths of the population shops online. Online purchases are less common among older people, but Scandinavians between 55 and 74 shop online more than those in most parts of Europe. According to Eurostat, the most common online purchases in Scandinavian countries are travel, tickets to events, and flms, music and books.
See: Eurostat -Internet purchases by individuals DATABASE
Streaming video
In early 1980s, people sitting down to watch television in the Nordic countries would mainly see the same thing. The public service broadcasters had a monopoly on the airwaves and television consumption was unifying, if not particularly diverse. Those days are long gone. Young people in the Nordic region are dumping linear television in favor of streaming services and video-on-demand in high numbers. In 2016, one in three Swedes had a Netfix subscription, according to the country's media measurement organization. Norwegians meanwhile spent more money than anyone else in the world on streaming television subscriptions. (This is discussed further in Chapter 4.) A 2016 report commissioned by a committee in Norway's Ministry of Culture found people with a national background from Eastern Europe, South America, Asia, and Africa read national newspapers at the same rate as ethnic Norwegians, although they were less inclined to watch public service broadcasting. Immigrants from Western Europe and North America read the paper at lower rates than ethnic Norwegians, although they otherwise tended to have similarly diverse media diets. 
The Press
Contrary to "high-brow" and "low-brow" notions of journalism, newspapers in the Nordic countries tend to be aimed at the entire population. Many feature fashy tabloid-style front pages with headlines on crime, celebrities and political scandals. But the articles inside lean more toward serious reportage on social issues, foreign news, and political and cultural debate. This chapter examines how the Nordic states have balanced a commitment to preserving editorial freedom with a potentially contradictory policy of government press support. At the same time, the question of how to maintain local, regional, and national papers has taken on a new urgency amid global transformations and technological changes.
Press freedom
(see book: p. 49) According to several measurements of press freedom, journalists in the Nordic region enjoy an unusually high level of freedom. Reporters Without Borders issues an annual Press Freedom Index based on a survey of journalists in 180 countries. Reporters are asked not only about overt barrierssuch as the threat of violence -but subtler impediments to their independence, such as political infuence, lack of government transparency, and internal pressure from advertisers. In considering journalists' freedom from these threats, the 2016 index puts Finland at No.1, followed, in order, by the Netherlands, Norway, Denmark, and New Zealand. 
See: Reporters Without Borders -Press Freedom Index ANNUAL REPORT
Freedom House provides another metric for examining restrictions on journalists. In this case, countries are rated on legal, political, and economic factors that affect the media on a scale of 0 to 100, with a lower score indicating greater freedom. Here, Norway achieved the top ranking in 2016, with a score of 9. It's followed by Finland and Sweden, which each received a score of 11 (as did Belgium and the Netherlands). Denmark follows closely with a 12; Iceland scores 15. The United States earned a score of 21 and the United Kingdom a 25.
See: Freedom House -Freedom of the Press Report ANNUAL REPORT
Press support (see book: p. 55) Press policy in the Nordic region is not merely a matter of the state staying out of the newsroom. The Nordic countries have taken an active role in ensuring a healthy free press. Beginning in the late 1960s, Nordic states established programs to directly subsidize newspapers, particularly in local markets at risk of becoming one-paper monopolies. These payments originally went to help cover the cost of paper, but in recent years countries have opened their subsidy programs to online news outlets as well.
• 17 • Press subsidies, often viewed as a hallmark of Nordic press policy, are not uniform across the region though. Iceland has never had a direct subsidy. Finland meanwhile recently scaled back its program and now limits direct subsidies to minority language publications and political communication. However, all the Nordic countries, including Iceland, also provide additional indirect support to newspapers in the form of tax breaks. 
Declining circulation
(see book: p. 56) Overall, circulation is declining. In 1991, more than three-fourths of Norwegians read at least one newspaper. Twenty percent read three or more. In 2015, more than half the population said they don't read print newspapers at all. In Denmark, a quarter of the population say they never read local newspapers, independent of platform.
See: MediaNorway -Print newspaper readership by number of newspapers read DATABASE
Statistics Denmark -Adults reading habits (newspaper) by activity and background DATABASE While people in the Nordic countries do not read newspapers at the same levels they once did, the Nordic region still has comparatively high readership numbers. Even with declines, the number of print 
Online news
(see book: p. 61) Nordic newspaper publishers serve distinct language populations in wealthy countries and increasingly, they are putting up paywalls that require readers to pay for access. Between 2014 and 2015 the number of Norwegian newspapers using paywalls doubled, according to an annual report from Volda University College. Perhaps not coincidentally, a 2016 survey by the Reuters Institute found a quarter of Norwegians had paid for online news within the last year -the highest rate of countries surveyed. In Sweden, 20 percent reported paying for news, and in both Denmark and Finland, it was 15 percent. Publishers relying on paywalls might wish for yet higher numbers, but by way of comparison, 9 percent of respondents in the United States said they paid, 8 percent in Germany, and at the very end of the spectrum, 7 percent in the United Kingdom reported paying for news.
At the same time, the Reuters Institute survey found that around 25 percent of people in the Nordic countries had installed an ad-blocker on their web browser. Among people under 35, the portion was 40 percent. Online readership and ad revenue are not yet making up for the losses from print, but the same newspapers that dominated news offine now dominate it online. Internet users in Denmark, Sweden, and Finland say they go directly to the app or website of a newspaper or magazine when they want news, rather than search the web, check a news aggregator, or scroll through their friends' social media posts. Denmark is the only Nordic country where the website of the public service broadcasters outrank the written press in terms of popularity for news content. 
Public Service Broadcasting
In no other area has the Media Welfare State been more clearly borne out than in public broadcasting. Beginning with radio in the interwar period, the Nordic countries' publicly funded broadcast services became the "voice of the nation." This chapter discusses how public broadcasters have evolved from terrestrial services to multi-platform enterprises. Despite major changes and new competition, public broadcasters have been able to maintain a high level of popularity through adaptation. However, these adaptations raise questions about the role of public broadcasting in the future. 
PUBLIC BROADCASTERS | INFORMATION IN ENGLISH
Centrality and universality
(see book: p. 73) In all the Nordic countries, the public service broadcaster is the market leader in terms of the share of the national television audience. Viewership has remained fairly steady in the last decade even with the proliferation of commercial offerings. Public service broadcasters have held onto their position in part by spinning off specialty and children's channels, giving viewers different points of access. However, as a media institution, the public service broadcasters continue to be a common, national reference and key source of information and entertainment for the region's citizens. Public service broadcast also leads in Nordic radio markets. In fact, public service radio is even more successful against its commercial competitors than its television counterparts, thanks in part to a wide offering of specialty stations. In Norway and Sweden, the public service radio broadcaster beats out commercial radio in all age demographics.
See: Nordicom -The fve largest radio channels or networks per country by audience share 2015 PDF Public service vs. commercial radio reach by age, 2015
Note: Data include listening to radio, irrespective of platform. Norwegian public service is NRK's P1, P2, and P3; commercial is P4 and RadioNorge. Denmark public service is DR+Radio24syv; commercial is nationwide and local stations. Sweden commercial is MTG Radio and Bauer Media. Data may not provide an accurate comparison between countries as different methods have been used.
Funding
(see book: p. 77) Up until recently, funding for public service broadcasters across the Nordic region came from license fees -typically paid by people who own a television. In recent years, the Nordic countries have diverged in their funding approaches. In 2007, Iceland abolished the license fee system. Meanwhile, Finland in 2013 turned the license fee into a tax paid by everyone 18 and older, regardless of use.
The entrance of public broadcast into online platforms has led countries to re-evaluate how to collect public funds for the services -if at all. Commercial media accuse the state for interfering in the market by supporting these major public media institutions. Despite frequent political debate, public service 
National content
(see book: p. 82) Television is expensive to produce. For small countries, these costs pose particular challenges. Small populations limit the commercial viability of original national programming. At the same time, highquality shows -particularly from the United States -can be purchased cheaply on the international market. This has led to a heavy rotation of American products on Nordic commercial channels. While the European average is around 60 percent, in Sweden and Denmark, about 80 percent of what's on private television channels is American.
The public service broadcasters act as a kind of backstop to this trend. In the Nordic region, these broadcasters purchase more series and flms from within Europe than the commercial broadcasters do and they produce their own content. Original drama, mini-series and flms that refect the national language and culture are part of the public broadcasters' role as "social glue" in the face of the globalized media market. (includes Sweden, Denmark, and Finland) · Origin and availability of TV domestic and foreign channels PDF · European fction works on TV channels PDF · Investments in original content by audiovisual services PDF · Films on television: Origin, age, and circulation PDF Original, co-production, and European series and flms on public channels, 2013
NATIONAL CONTENT | Reports by the European Audiovisual Observatory
TV on the web (see book: p. 86) Public service broadcasters, like commercial broadcasters, face eroding viewer and listener numbers on their traditional broadcast channels. Younger media consumers in particular are less likely to pick up the remote, preferring to watch series and flms online and on-demand. Public broadcasters in the Nordic region have made moves to adapt by launching their own streaming services. Measuring the use of streaming services is diffcult, but the public broadcasters have proven to be competitive, ranking above Netfix in some surveys.
Note: Due to different methodologies, exact comparisons should not be made between countries.
Yet public service broadcasters are no longer producers of only video and audio. Online, they are multimedia platforms. This puts them in direct competition with previously separate sectors of the media -including the traditional written press. According to the 2016 Digital News Report from the Reuters Institute, public service broadcasters are among the top destinations for news in Finland, Sweden, and Norway but national newspapers continue to dominate the online news market. Only in Denmark does the public service broadcaster beat out traditional print media online. Nevertheless, public broadcasters in the Nordic region, along with those in Ireland and the United Kingdom, are much more successful online than the public broadcasters in most countries. 
